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摘  要 
中国保监会在《中国保险业社会责任白皮书》中称：2013 年中国保险业保费收
入达 1.72 万亿元，居世界第四位。2013 年底，中国保险业总资产已达 8.3 万亿元，
4家保险公司进入世界 500 强，责任保险、政策性农业保险在国内发展较快，但是作






本文首先对国内外信用保险发展做了总结，介绍了 A 保险公司公司概况以及 A
保险公司发展信用保险业务过程中所面临的问题。接着运用了 PEST 模型、波特五力
模型对 A保险公司开展信用保险的营销环境进行分析，运用 SWOT 分析法确定 A保险
公司开展信用保险的初步发展策略。通过市场细分与定位分析，提出针对目标市场









































China Insurance Regulatory Commission announced in the "White Paper on Social 
Responsibility of China's Insurance Industry" that in 2013 insurance premiums of China's 
insurance industry amounted to 1.72 trillion RMB, ranking fourth in the world. By the end of 
2013, total assets of China's insurance industry reached 8.3 trillion RMB. Four insurance 
companies entered the World Top 500. Liability insurance, policy-based agricultural 
insurance developed rapidly in China, but as one of the three pillars of the international 
insurance industry, credit insurance developed slowly. The State Council announced on 
August 13, 2014 the "Opinions on Accelerating the Development of Modern Insurance 
Service Industry" that "Accelerate the development of credit insurance and loan guarantee 
insurance for small and micro enterprises, enhancing the financing ability of these"; "Steadily 
release the short-term export credit insurance market" and "Develop professional credit 
insurance organizations". How to realize the successful use of marketing strategies, combining 
China's national conditions to accelerate the development of the credit insurance business is 
the topic of the industry as a common concern. 
    This thesis summarizes the development situation of domestic and foreign credit 
insurance business, introducing the general situation of A insurance company and problems in 
the process of developing credit insurance business which A insurance company faces. Then 
uses the PEST model and Porter's five forces model to carry out credit insurance marketing 
environment analysis of A insurance company; uses SWOT analysis to determine the basic 
strategic choice of A insurance company to develop credit insurance. Through market 
segmentation and positioning analysis, puts forward the positioning strategy of target market. 
Finally, on the basis of the marketing 4P theory, expounds the Product strategy, Price strategy, 
Promotion strategy and Place strategy which A insurance company should take to develop 
credit insurance. 
    Thesis research results show that, as a banking insurance company, A insurance company 
should combine bank products and consider demands of bank customers as the center, to 
develop bancassurance featured products of credit insurance. In terms of price positioning, 















quotation mode and, should reasonably share the profits. In terms of promotion strategy, 
should rely on bank's channels and resources to carry on marketing. In terms of channel 
strategy, should use the Internet platform, in order to find A insurance company's own credit 
insurance development way.  
These results of studies, not only provide useful ideas for further development of credit 
insurance business of A insurance company, but also present determinate reference value to 
other insurance companies trying to enter the field of credit insurance in the establishment of 
marketing strategy. 
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- 1 - 
第一章  导论 
    本章主要介绍本论文的研究背景及意义，并就论文的整体框架进行叙述。 
第一节 选题背景及意义 
一、选题背景 






2013 年保费收入位列世界第 4，总值达到 1.72 万亿元，但是我国作为保险大国，
有些数据是无法和一些保险强国相比的，从保险深度及密度等指标方面来看，我
国同世界平均水平存在较大差距。根据我国 2013 年的相关数据，我国的保险深






































种。我国信用保险保费规模为：2012 年 160 亿元人民币，2013 年 155 亿元人民币，
约占全球信用保险保费1/3 市场份额。而与此同时，A保险公司信用保险业务则发
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